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WEB 2.0 / BUSINESS 2.0: 
NEW WEB TECHNOLOGIES, ORGANIZATIONS AND WCM 
 
ABSTRACT 
 
New technologies can have considerable impact and application in the 
corporate sector. The current generation of “Web 2.0” technologies 
(including blogs and wikis) is being embraced by business in a variety of 
ways. However, using these technologies can raise many problems and 
challenges for web content management within the enterprise. 
 
 
 
INTRODUCTION 
Historically, new and emerging technologies have been taken to the forefront by the 
corporate sector – from the steam ship to the World Wide Web, big business has seen 
the potential and has driven the development and uptake of new technologies across the 
board. Yet when it comes to new web technologies – social networking, collaborative 
content and reflective feedback in the web-based environment – trends have been firmly 
led by society, dictated by people’s personal use of technology, not their business use. 
New web technologies – known collectively as Web 2.0 – have great potential in the 
corporate sector as a means of communication, collaboration and collection. However, 
the introduction of new technology applications into existing enterprise architecture 
raises issues – some benefits, some drawbacks – for web content management within 
the organization, and applications must be carefully considered before implementation. 
This paper looks at some of the more commonplace Web 2.0 applications, their 
characteristics and their appeal for big business, examines the issues and challenges for 
web content management implicit in their use, and provides two real-world case studies 
of the current and future use of Web 2.0 applications in organizations for illustration. 
 
What is Web 2.0? 
Web 2.0 is the collective name given to the new generation of web technologies: a good 
definition is available in the Webopedia: 
“A second generation of world wide web…focused on the ability for people to 
collaborate and share information online…a more dynamic web that is more 
organized…with an emphasis on web based communities of users” 
(JupiterMedia Corporation, 2007) 
Web 2.0 is characterised by connection, flexibility and communication; it is a new wave 
of personalization, contribution, networking and interaction enhancing websites and 
web services. Otherwise known as “hyped technologies” (Wood, 2005, 2), Web 2.0 
technologies are cutting edge, highly visible, powerful, and are very popular and talked-
about in business and in the media, becoming almost a status symbol of progressive 
corporate management. 
 Examples of Web 2.0 technologies include the blog or weblog (essentially an online 
journal, where entries are organized in chronological order and by tags); the wiki (a 
collaborative and fluid knowledge base, with a high number of cross-referenced internal 
and external links); and the new up-and-coming hybrid “blicki” (combining the cross-
referencing and open editability of the wiki with the simple blog format) – there are 
many others, but the corporate sector has focussed most of its attentions on the blog and 
wiki in particular (Edington, Funk, Thorpe and Warrington, 2005, 5). 
 
Why is it time for Web 2.0? 
Web 2.0 is fast becoming so prominent in people’s private lives, there is a certain 
expectation that all online information will behave in the same way. Consumers and 
employees alike expect some sort of human connection when dealing with the 
corporation - “Blogs are one of the few ways that large brands have of seeming at all 
human… [it’s] fine to have great content, but [you] need to have a level of engagement 
with your audience” (Charman, 2006). In terms of information management, current 
theories are drawing a definite distinction between what is ‘information’ and what is 
‘intelligence’ – “to qualify as intelligence, information must be both used and renewed” 
(Delio, 2005, 43). Static web information is just that – information, not intelligence – 
and is not seen as fulfilling enterprise information needs anymore. Big business is 
indeed warming to this technology: analysts forecast that by 2009, more than 80% of 
organizations will have blogs, and more than 50% will have wikis, as part of their 
enterprise information solution (Lamont, 2007, 26), so it is clear that there is a certain 
consensus in the business world that Web 2.0 technologies have an important role to 
play. 
 
THE APPEAL OF WEB 2.0 IN BUSINESS 
Web 2.0 technologies owe a great portion of their popularity to their use by individuals 
on a personal level – applications like LiveJournal, Flickr and Wikipedia have a high 
degree of prominence in people’s private lives and pursuits, and their user groups span a 
very broad range of age ranges and social demographics. The connectivity, flexibility 
and instant outreach and communication features of Web 2.0 technologies appeal to 
today’s individual web users and the way they interact on a social level. So why does 
our attachment to Web 2.0 transfer from our private personal web use to our dealings 
with big business, whether as a consumer or as an employee? More importantly, why is 
big business suddenly paying attention to our use of these technologies?  
 
Customer Perceptions 
Today’s users and customers, particularly younger people, are becoming less and less 
likely to use traditional information and communication methods any more – even 
email, according to Carlson (2006, A33) is following the downwards trend of telephone 
and written interactions with big business. If interactivity and communication isn’t 
immediate and built into the information source, customers won’t usually take the extra 
steps to give feedback - Web 2.0 technologies generate the desired dialogue with 
customer bases, and set up what Singer (2006, 67) calls a “Feedback Loop”. For 
example, a technician representing the business posts a product update on the company 
blog, the customer posts a comment on what they think of this new development, 
another customer or technician responds with their own opinion or information, and the 
interaction continues from there. The natural language style of Web 2.0 resources (blogs 
in particular) appeals to today’s consumer: “People don’t want to read press releases” 
(Delio, 2005, 46) and appreciate the personal voice, without a third party or a corporate 
PR line telling the story. The functionality in typical Web 2.0 technologies – tags, 
categories, linking, and active bookmarking – means increased searchability and 
useability of the resource, and decreases the need for customers to spend time phoning 
or emailing for help.  
 
Employee Perceptions 
One of the biggest drivers behind employee support for Web 2.0 technologies is the 
changing demographic of the workplace. Generation Y employees are now entering the 
labour force – they’re at ease with and grew up with web technologies, they’re 
passionate about change, input and workplace democracy, and they welcome the use of 
new ideas and applications. Collaborative information applications like wikis do 
provide a more “democratic approach” (Huff, 2006) to business information and 
intelligence, and the increased internal communication and leadership is good for 
morale. Changes in workplaces and work patterns have led to increases in 
telecommuting and part time work; Web 2.0 technologies allow out-of-office employees 
to collaborate, contribute, network and retain a sense of corporate culture and 
community. Many employees enjoy the more relaxed communication style with all 
stakeholders – colleagues, managers and clients alike – and hold up as examples the 
corporate world’s “celebrity bloggers” (Wood, 2005, 3) – individual employees 
blogging for corporations but in their own words, for example Microsoft’s Robert 
Scoble, and developing an excellent business and online reputation while doing it.  
 
Management Perceptions 
From a management perspective, in addition to the benefits to corporate culture 
discussed above, the big drivers in Web 2.0’s favour are cost and status. Web 2.0 
technologies are cheaper and more targeted than traditional PR and advertising 
alternatives, and allow businesses to “have the conversation [they] want to have with 
the people [they] want to have it with at a level far higher than any of the mainstream 
media can manage.” (Charman, 2006). They provide a highly visible web presence – 
Huff (2006) reports that companies’ public blogs rank very highly in search engine 
results, sometimes higher than official product or tech support sites. There are obvious 
time and cost benefits in using a collaborative application like a wiki over group work 
and group discussion in a live or email arena. Web 2.0 functionalities like RSS feeds 
can also distribute content to stakeholders faster and cheaper than can most alternative 
delivery modes, even email. 
 
WEB 2.0 AND WEB CONTENT MANAGEMENT 
The introduction of Web 2.0 applications into a business’s information architecture can 
big results – some positive, some negative. The new functionalities can make web 
content management easier for users across the organisation, easing the demands on 
content managers and technicians, but bring a fresh set of components for concerns. 
Organizations need to ask themselves several important questions when deciding to 
implement Web 2.0 applications within their existing systems, to ensure that the 
benefits are experienced and the drawbacks minimised as much as possible. 
 
Benefits 
Web 2.0 technologies certainly aren’t designed to create problems for web content 
managers – in their own way, blogs and wikis are themselves a form of web content 
management (Lamont, 2005, 15). The obvious benefits of Web 2.0 technologies are 
simplicity – originally designed for home users for their personal operation, not for 
programmers – and structure. The design and programming of a blog, whether hosted 
on-site and built with packaged or open-source software, or built and hosted on an off-
site platform, is usually simple point-and-click and direct-text typing, any necessary 
programming is built into the software through style sheets and templates. Users don’t 
need to know HTML to blog or post on a wiki; web technicians’ workloads and 
deadlines are eased considerably when managers and employees can post their own 
information and make their own changes. Blogs and wikis hosted off-site also maintain 
and host the content outside the business’s own servers, reducing traffic and storage 
needs. Web 2.0 technology handles quick updates better than standard web interfaces 
and databases – Delio (2005, 46) illustrates with the example of a help-desk wiki, where 
new problems, developments and solutions are instantly available and updateable. Web 
2.0 applications provide information without the use of email, not only cutting down on 
“occupational spam” (when employees constantly receive emails of no relevance to 
them) and overcoming limitations of spam email filtering programs (Wood, 2005, 6). 
The format of the blog or wiki – organized entries, tags, clear information networks – is 
flexible for users yet highly structured in its organization – “knowledge 
management…just happens as part of the process” (Lamont, 2007, 15), and users are 
able to follow knowledge and content management standards subconsciously through 
simple use of the applications. 
 
Drawbacks 
Depending on the software solution the business chooses - off-site platform, packaged, 
in-house or open source- it can be almost impossible to apply the corporate “look and 
feel” to the new application using the available templates. If a company can’t afford or 
doesn’t want a pre-packaged software solution, in-house development from scratch or 
customisation of open-source software can add up to a lot of specialised and intense 
programming for web content managers, and will be costly in terms of their time. Web 
2.0 features like RSS feeds certainly assist in information delivery, but also 
“decentralise” the content by serving it up off-site, so the business risks losing site 
visitors, or worse still losing their own content to an aggregator, a company who 
delivers content from many sources to users in one package (Charman, 2006). Although 
the collaboration possible with Web 2.0 clearly has its benefits, it can be difficult to get 
any degree of finality or “finished-ness” to a document, which has a negative impact on 
the knowledge management processes of the company; this also has negative 
implications for project management and deadlines (Lamont, 2007, 26). The open-
editing capabilities of Web 2.0 technologies may be good for promoting communication 
and creativity, but the lack of content-level security and concerns over content reuse can 
be a nightmare for content managers, and can even create legal concerns for the firm 
over the ownership of posted content. Even “a company-sanctioned blog can come back 
to haunt the company through litigation and other avenues” (Klosek, 2006, 6). 
 
Challenges and Changes 
When making Web 2.0 applications part of the corporate information architecture, there 
are important questions the business should be discussing before implementation. It is 
crucial for the organization to plan and forecast how the corporate brand and values will 
translate in the “blogosphere”, the world of blogs and wikis: consider the voice, 
personality and editorial content to be covered, as it will likely differ dramatically from 
the company’s official website (Singer, 2006, 67). Content within the new applications 
will need to be reviewed regularly and from multiple perspectives, as an increased 
number of unique individual voices also raises the chances of miscommunication, 
particularly in companies with multiple divisions or departments all contributing 
content on their own blogs or wikis (Delio, 2005). A balance needs to be struck between 
the “authoring” and the maintenance of content – it may be a better solution for the 
organization to take completed project documentation out of the company wiki and 
store it in a more permanent content management system when completed (Lamont, 
2007). It will be also be necessary to create new policies for accountability over content, 
particularly secure content, and over whose intellectual property the content of the blog 
or wiki becomes, the company or the contributor (Klosek, 2006). These are just some of 
the problems managers and web content coordinators will need to find solutions for in 
order to implement these new technologies successfully – although as Huff (2006) and 
Edington et al (2005, 4) point out, many of the commercial Web 2.0 and Web Content 
Management software packages are including developments in updates and new 
releases in an attempt to assist with these problems and to increase customisation at the 
enterprise’s end. 
 
REAL WORLD APPLICATIONS 
 
Case Study - The Walt Disney Company 
The American corporation The Walt Disney Company has been experimenting with the 
internal and external use of Web 2.0 technologies since 2004; their use of blogs and 
wikis as communication tools within their organization and with external stakeholders 
provides an excellent case study of the potential and the problems of using Web 2.0 
technologies within an existing information architecture framework.  
 
The Walt Disney Company is an expansive international media network, encompassing 
Disney Studios, the ABC television network in the United States, film and music 
studios, recreational facilities and consumer products; it is one of the largest players in 
the entertainment sector worldwide, with assets of around $US 60 billion. As a big 
conglomerate of multiple parts and divisions, Disney’s corporate environment is one of 
constant fast-paced change and bi-directional communication. The situation in early 
2004 was poor – Disney staff and management were suffering under email overload, 
their outward facing sites were static and some divisions were losing business to 
competitors, particularly the ABC network’s news service to CNN and NBC (Freeman, 
Freeman & Pusateri, 2006). 
 
From mid-2004, a Disney task-force set about implementing Web 2.0 technologies into 
their enterprise architecture, trying out blogs and wikis as solutions for their internal and 
external information problems. Disney also began using internal blogs to coordinate 
many of their divisions’ shared functions like distribution and shift logs, hosted on the 
company intranet. The external web presence of Disney was overhauled using blog 
technology; the ABC site began using RSS feed and content aggregation functionality 
to make a more dynamic web service, and the Movies.com site enabled user review 
blogs and RSS feeds of movie news for users. The RSS technology allowed Disney to 
broadcast web content to wireless devices, opening up new markets. A new external-
facing customer outreach blog was created by an employee administrator John Frost -  
TheDisneyBlog.com (http://www.thedisneyblog.com). This blog has an open and 
individual tone, with very little flashy Disney branding but a genuine love and 
enthusiasm for the Disney product which appeals to users. Through the blog’s interface 
Disney were able to place subtle and targeted advertising that maximised impact but 
didn’t stray from the blog template users were used to. A range of coverage from 
corporate information to product news and gossip captures the interest of a number of 
different target groups and demographics (Frost, 2004). 
 
Using Web 2.0 technologies both internally and externally, Disney enabled a better 
customer feedback loop, improved their public profile and image, and opened up new 
business opportunities. They found the new technology could “facilitate the constant 
change and communication required” (Edington et al, 2005, 4). They also found that 
RSS and other blog functionalities fixed their email overload problem and cut down on 
communication costs.  However, Disney also reported problems in getting many staff to 
take up and support the new technology, and on the technical side they experienced 
authentication problems trying to get some of the closed-access intranet wikis to interact 
with their existing network system (Freeman et al, 2004).Ongoing developments at 
Disney have seen increased use of the Web 2.0 technologies in place, but there are still 
some problems for web content management which need to be addressed. 
 
The Future – Brooklyn College & MySpace 
Some organizations are taking their use of Web 2.0 softwares a step further, actually 
entering their users’ virtual worlds and social networks. The Brooklyn College is a 
division of the City University of New York, serving mostly undergraduate students, 
17-25 years of age, living in the borough of Brooklyn. The situation in mid-2005 saw 
the library experiencing a communication gap with students, who did not respond to 
initiatives or messages passed on by email or more traditional communication methods. 
The library was also concerned about a lack of recognition of its place on campus and 
within the community. In 2006 the library, under the management of one employee 
administrator Beth Evans, launched its own profile on MySpace 
(http://www.myspace.com) – a social networking site where users can post open-access 
profiles of their favourite books, movies, music and photos, and can chat, email and 
post bulletins to authenticated users they authorise as their “friends” (Evans, 2006).  
 
The use of MySpace gave the library a powerful new tool to touch base with its users; 
firstly, it directly targets their Generation-Y demographic, and places the organization at 
a very human level within the users’ social sphere. The feedback loop generated through 
users’s comments on the MySpace was considerably more open and frank, and better 
used by the students, than traditional library feedback methods. The dual open-access 
and authenticated-access content levels within the MySpace functionality allowed the 
library to advertise and reach out across the network to potential users within the 
university campus, Brooklyn community and the wider library sector, and then to 
disseminate information in a targeted manner to those given a profile as a “friend” 
(Evans, 2006).   
 
However, the library also found that, in terms of web content management, the 
MySpace software caused them significant problems; as an externally-hosted system 
there was little opportunity for customisation and branding, and that there was no way 
to automatically input new information or updates already in the library’s information 
systems. Lack of security was a major problem for the library, who have somewhat of a 
sensitive audience in their under-18’s; although they controlled who they authorise as 
“friends”, they were unable to control who linked themselves to the library’s MySpace 
profile and what this third-party’s content was. There was also little ability for 
distribution control in MySpace – information emailed or posted to one group of 
“friends” went to all, posing problems with security, information overload and 
decreased relevance of the messaging service. Finally, there was a certain level of 
concern within the organization that the MySpace “hype” would be short-lived as web 
fads reacted to the fickle habits of Generation-Y users, and that the time and staff 
resources put into the development project would be wasted as the externally-hosted 
content would simply disappear if the site goes down (Carlson, 2006, A33).  
 
Ongoing developments at Brooklyn College Library have been to structure the 
MySpace more closely into the library’s existing resources with linking, to capture the 
page content in archiving systems, and to investigate other new Web 2.0 social 
networking sites like FaceBook (http://www.facebook.com) and Second Life 
(http://secondlife.com) to see if these will provide the right functionality without the 
MySpace problems. 
 
 
CONCLUSION 
It is clear that, as people increasingly adopt Web 2.0 technologies in their personal 
pursuits, the expectation that these technologies will be present across the spectrum of 
their lives will also increase, and businesses will need to bring these new technologies 
into their enterprise systems to supply the needs of their customers and employees. 
From a web content management perspective, Web 2.0 technologies allow users to 
create and update web content instantaneously and without specialized knowledge, but 
this open usability can lead to problems with content, security and knowledge 
management processes, and the basic application packages can require a lot of work to 
become suitable for corporate use. Nevertheless, as the figures and case studies show, 
Web 2.0 technologies are certainly developing a place within the corporate world as 
tools for collaboration, communication and connection, and the challenge is set for web 
content managers to help businesses make the most of the opportunities the technology 
brings. 
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